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This book is intended to provide general guidance for businesses and practitioners in better understanding the basic
concepts of international trade. It is distributed with the understanding that the authors, editors, and publisher are

not engaged in rendering legal, accounting, or other professional services. Where legal or other expert assistance is
required, the services of a competent professional should be sought. This book contains information on exporting that
was current as of the date of publication. While every effort has been made to make it as complete and accurate as pos-
sible, readers should be aware that all information that is contained herein is subject to change without notice.

A MESSAGE FROM THE SECRETARY OF COMMERCE

Today, more than 70 percent of the world’s purchasing power is outside the borders of the
United States, a reality that presents tremendous opportunities for U.S. businesses. In the
last 20 years U.S. exports have increased to almost $2 trillion. Expanding use of the Internet,
more transportation options, and the successful implementation of free trade agreements
have dramatically increased access to markets around the world—making it easier, less
costly, and less risky for U.S. firms to do business internationally.

Each year, U.S. companies rely on exporting to diversify their customer base, manage
market fluctuations, grow, and become more competitive. It is not just larger firms that are
experience these benefits. In fact, of the quarter million U.S. firms selling internationally,
97 percent are small and medium-sized companies.

Along with potential opportunities, selling abroad presents unique challenges, whether it is
to obtain financing, find potential distributors or agents, understand regulatory or documen-
tation requirements, or navigate through customs. Exporting requires commitment, but the
return on your investment can be substantial.

Whether you look to make your first export sale or expand into new markets, this new
edition of A Basic Guide to Exporting provides expert advice and practical solutions for

reaching new customers and making sales around the world.

Best of luck in your export endeavors.

Sincerely,

-

-f"EZarIos M. Gutierrez

Secretary of Commerce
Washington, D.C.
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